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Smartphones ihave inow ibecome iitems ithat icannot ibe iseparated ifrom ieveryday ilife. iThe 

idevelopment iof ismartphones ihas ibecome ian iopportunity ifor icompanies ito icompete ito imarket 

itheir iproducts. iHowever, ithe iimpact iof icompanies icompeting iwith ieach iother iis ithat 

icompetition iis igetting itougher iand iretaining iconsumers iis ibecoming iincreasingly idifficult. iIn 

iManagement iscience, iretaining icustomers iis iknown ias icustomer iloyalty. iThis iresearch iuses ione 

iof ithe ilargest ismartphone icompanies iin iIndonesia, inamely iApple, iwith itheir ibest-selling 

iproduct, inamely ithe iiPhone ismartphone, ito iexamine ithe ipurchasing idecisions iof icustomers iin 

iSouth iTangerang. iApart ifrom ithat, ito imeasure ipurchasing idecisions, iresearchers iuse iother 

ivariables, inamely iproduct iquality iand iprice, iwhich iare ibased ion itheir iexperience iwhile iusing 

iiPhone ismartphone iproducts. iUse iof inon-probability isampling iand iprocessed iusing imultiple 

iregression ianalysis itechniques. iThe iresults iof ithis iresearch iare ithat iproduct iquality ihas ia 

ipartial ieffect iwith ia isig ivalue iof i0.000 i< i0.05 iand ihas ia it icount iof i8.115 i> i1.656. iPrice ihas ia 

ipartial ieffect iwith ia ivalue iof i.000 i< i0.05 iand ihas ia it icount iof i3.997 i> i1.656. iSimultaneously, 

ithe icalculated iF ivalue iof i910.220 iis igreater ithan ithe iF itable iof i3.066 iand ithe isig i.000 iis ismaller 

ithan i0.05. 
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